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Harnessing the 5 emotional drivers of modern consumers



This paper introduces 5 emotional drivers we believe brands must play to in an
ever-more global, fast-changing, omnichannel world

Over 20 years as retail researchers, we’ve seen the lines between life and shopping
become blurred — from compartmentalised trips to a 24/7 dialogue

Retail’s new ubiquity has prompted us to examine how shoppers’ motivations are being
remodelled

This work identifies 5 distinct, deep-lying emotional drivers, with 3 key implications:

Most brands have a Whilst 1 driver may Some drivers have more
dominant driver — playing predominate, others power to create true
to yours will cement your could apply at different loyalists — the strongest

reason for being journey points brands play to these

James Walkinshaw

This work, which represents a step change in understanding, is the result of
analysis by James Walkinshaw, ABA’s retail-trend thought leader




The 5 drivers apply to a greater/lesser extent according to product, journey stage or

Individual circumstance

Be customers’
guiding light \Y

@
ISRy

Sync with customers and P

foster shared identity
5DRIVERS

o~
(@]
= .
S Immersion
2

Offer new ways to live life
more fully

« gelease me jng

EMOTIONAL

@VERS

Entry point

Consistently meet
7customers’ rational needs

Always raise the bar and
intensify pleasures




DRIVER 1

control
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CONTROL: rational needs routinely dominate shoppers’ minds

— the buzz of control arises when their plans are realised

How | want
to feel What | fear

Blue
Rationality, dependability

Square
Stability, conformity

Sight

Vigilance

telp we Organised and Disorder
Stay on top on track

of daily life
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Brands WIN by consistently meeting conscious needs

Customer journey i Examples of winning tactics i

Advertising Playing on natural doubts, fears and
levers loss aversion

Role of Offering practical benefits — saving
technology time and money

Role of Allowing in-the-moment evaluation
stores Providing knowledge/expertise
Tg::::“(;'fg at “I've ticked all the boxes — on budget,
P i on spec, on time”

consumption
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